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PENGARUH PERSEPSI HARGA DAN REFERENCE GROUP 

TERHADAP KEPUTUSAN PEMBELIAN WARDAH 

EXCLUSIVE MATTE LIP CREAM DI JAKARTA 

Amanda Kirana Putri1 

 
ABSTRAK 

Penelitian ini bertujuan untuk mengetahui pengaruh persepsi harga dan reference 
group terhadap keputusan pembelian Wardah Exclusive Matte Lip Cream di 
Jakarta. Variabel persepsi harga memiliki 3 indikator yaitu kesesuaian harga, 
keterjangkauan harga, dan daya saing harga dengan competitor. Variabel 
reference group juga mempunyai 3 indikator yaitu influencer (public figure / 
selebriti), ahli kecantikan, rekan kerja, keluarga dan teman dekat. Variabel proses 
keputusan pembelian mempunyai 5 indikator yaitu pengenalan masalah, pencarian 
informasi, evaluasi alternatif, keputusan pembelian, dan perilaku sesudah 
pembelian. Kuisioner yang digunakan dalam penelitian ini disebarkan kepada 115 
perempuan yang memakai Wardah Exclusive Matte Lip Cream dan berdomisili di 
Jakarta Selatan. Hasil penelitian menunjukkan bahwa kedua variaben independen 
(persepsi harga dan reference group) terbukti memiliki pengaruh positif dan 
signifikan terhadap variabel dependen (proses keputusan pembelian). Dapat 
disimpulkan bahwa persepsi harga dan reference group sangat mempengaruhi 
proses keputusan pembelian Wardah Exclusive Matte Lip Cream.  
 

 
 

 
 

 
 

 
 

 
 

 
 
Kata kunci: Persepsi Harga, Reference Group, Keputusan Pembelian, dan 
Wardah Exclusive Matte Lip Crean 
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EFFECT OF PERCEPTION OF PRICE AND REFERENCE 

GROUP ON THE DECISION OF PURCHASING WARDAH 

EXCLUSIVE MATTE LIP CREAM IN JAKARTA 

Amanda Kirana Putri1 
 

ABSTRACT 
 

This study aims to determine the effect of price perceptions and reference groups 
on Wardah Exclusive Matte Lip Cream purchasing decisions in Jakarta. Price 
perception variable has 3 indicators that is price compatibility, affordability of 
price, and price competitiveness with competitor. The reference group variables 
also have 3 indicators: influencers (public figures / celebrities), beauticians, co-
workers, family and close friends. The variable purchase decision process has 5 
indicators that is the introduction of the problem, information search, alternative 
evaluation, purchasing decisions, and behavior after purchase. The questionnaire 
used in this study was disseminated to 115 women using Wardah Exclusive Matte 
Lip Cream and domiciled in South Jakarta. The results showed that both 
independent variables (price perception and reference group) proved to have a 
positive and significant influence on the dependent variable (purchasing decision 
process). It can be concluded that the perception of price and reference group 
greatly influences Wardah Exclusive Matte Lip Cream purchasing decision 
process 
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